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The Roles and Importance of Formal and Informal Sources of Business Support 
in Young Firms: Evidence from the UK’s 2008 Federation of Small Business 
Survey 
Objectives 
This research explores the relationship between young firms, their growth orientation-
intention and a range of relationships which can be seen to provide business support. 
Prior-work 
Research indicates that networks impact the firm’s ability to secure resources (Sirmon 
and Hitt 2003; Liao and Welsch. 2004; Hanlon and Saunders 2007). Networks have been 
evaluated in a number of ways ranging from simple counts to characteristics of their 
composition (Davidsson and Honig 2003), strength of relationships (Granovetter 1973) 
and network diversity (Carter et al 2003). By providing access to resources and 
knowledge (from start-up assistance and raising capital, (e.g. Smallbone et al, 2003), 
networks may assist in enabling continued persistence during those times where firms 
may experience resource constraints owing to firm growth (Baker and Nelson 2005). 
Approach 
The data used in this research was generated in the 2008 UK Federation of Small 
Businesses (FSB) survey. Over 1,000 of the firms responding were found to fall into the 
category of “young”, ((defined as firms under 4 years old).  Firms were considered the 
unit of analysis with the entrepreneur being the chief spokesperson for the firm.  
Preliminary data analysis considered key demographic characteristics and industry 
classifications, comparing the FSB data with that of the UK government’s own (BERR) 
Small Business Surveys of 2007 and 2008, to establish some degree of 
representativeness of the respondents.  The analysis then examined networks with 
varying potential ability to provide support for young firms, the networks measured in 
terms of number, diversity, characteristic and strength in its relationship to young firm 
growth orientation. The diversity of business-support-related relationships ranged from 
friends and family, through professional services, customers and suppliers, and 
government business services, to trade associations and informal business networks. 
The characteristics of these formal and informal sources of support for new businesses 
are examined across a range of business support-type activities for new firms. The 
number of relationships and types of business support are also explored. Finally, the 
strength of these relationships is examined by analysis of the source of business 
support, type of business support, and links to the growth orientation-intention of the 
firm, after controlling for a number of key variables related to firm and industry status 
and owner characteristics. 
Results 
Preliminary analysis of the data by means of univariate analysis showed that average 
number of sources of advice was around 2.5 (from a potential total of 6). In terms of the 
diversity of relationships, universities had by far the smallest percentage of firms 
receiving beneficial advice from them. Government business services were beneficially 
used by 40% of young firms, the other relationship types being around the 50-55% 
mark. In terms of characteristics of the advice, the average number of areas in which 
benefit was achieved was around 5.5 of a maximum of 15. Start-up advice has by far the 
highest percentage of firms obtaining beneficial advice, with increasing sales, improving 
contacts and improving confidence being the other categories at or around the 50% 
mark. Other market-focused areas where benefits were also received were in the areas 
of new markets, existing product improvements and new product improvements, where 
around 40% of the young responding firms obtained benefit.  
 
Regression techniques evaluating the strength of these relationships in terms of the links 
between business support (by source of support, type of support, and range of support) 
and firm growth orientation-intention focus highlighted a number of significant 
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relationships, even after controlling for a range of other explanatory variables identified 
in the literature. Specifically, there was found to be a positive relationship between 
receiving business advice generally (regardless of type or source) and growth 
orientation. This relationship was seen to be stronger, however, when looking at the 
number of types of beneficial advice received, and stronger again for the number of 
sources of this advice. In terms of individual sources of advice, customers and suppliers 
had the strongest relationship with growth, with Government business services also 
found to be significant. Combining these two sources was also seen to increase the 
strength of the relationship between these two sources of advice and growth orientation. 
In considering areas of support, growth was most strongly positively related to advice 
that benefited the development of new products and services, and also business 
confidence, but was negatively related to advice linked to business recovery. Finally, 
amalgamating the 4 key types and sources of advice to examine the impact of 
combinations of these types and sources of advice also improved the strength of the 
relationship. 
Implications 
The findings will assist in the understanding of young firms in general and growth more 
specifically, particularly the role and importance of specific sources, types and 
combinations of business support used more extensively by new young growth-oriented 
firms. 
 
Value 
This research  may assist in processes designed to allow entrepreneurs to make better 
decisions; educators and support organizations to develop better advice and assistance, 
and Governments design better conditions for the creation of new growth-oriented 
businesses. 
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TITLE:  ? The Roles and Importance of Formal and Informal Sources of Business 
Support in New Firms: Evidence from the UK’s 2008 Federation of Small 
Business Survey  
 
1. Introduction: Objectives 
Firm start ups do not all contribute equally to an economy (Acs 2008), with some new 
ventures being more important than others in terms of their contribution and growth 
within business environments.  Birch (1987) and others have found that the most 
significant contributions to the economy are made by the fast growing “gazelle’’ firms, 
often referred to as high potential firms (Senyard et al., 2008) rather than other less 
ambitious or capable firms (Cooper 1981; Timmons 1986; Cooper et al. 2004).  Most 
recently, Shane (2009) has argued that  a more efficient use of public funding should be 
directed at high growth companies and not on those firms who remain intentedly small.   
Concurrently, national government agendas have remained focused on  knowledge 
intensive research based start ups and the evaluation of high technology firms (Heirman 
and Clarysse 2004).  These research firms have been found to contribute an important 
role in bringing new technologies to the market (Christensen 1997).We still lack an 
understanding on how and which government program and policies are best suited at 
supporting and promoting innovative growth orientated entrepreneurship Audretsch 
(2004).  
 
Contrary to anecdotal evidence, however, successful business comes from a variety of 
industries and circumstances (Henrekson and Johansson 2008) and research indicates 
that rapid growth firms can be found in labour as well as knowledge intensive industries, 
and in both manufacturing and service industries (Davidsson and Delmar 1997; Wiklund 
1998). A range of factors have also been identified as potential signals of high growth 
outcomes from new firm formation including education and experience (Cooper et al 
1994), technology and higher levels of innovativeness Allen and Stearns (2004) growth 
intention(Denis and Solomon 2001) and .  As early as 1988, in work by Katz and 
Gartner,  intentionality has been used as a central construct in defining entrepreneurial 
firms and a plethora of work exists describing entrepreneurial intentions (the stated 
intention for venture creation) and firm origins (e.g., Davidsson 1991, Shepherd et al, 
2000).  As Bird (1988:44) argues 
 
“The founder's intentions determine the form and direction of an organization at 
its inception. Subsequent organizational success, development (including written 
plans), growth, and change are based on these intentions, which are either 
modified, elaborated embodied, or transformed”. 
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Understanding growth intentions are therefore important as these aspirations play a 
critical function in the actual growth achieved by firms (Covin and Slevin, 1991; Cliff, 
1998; Wiklund and Shepherd, 2003). Following recent definitions by Dutta and Thornhill 
(2008) We define growth intentions as being the entrepreneur's goals or aspirations for 
the growth trajectory she or he would like the venture to follow.  These intentions 
influence and shape the entrepreneurial process: the interactions between resources, 
environment, and opportunity (Davidsson et al.  2008).   
 
 
Resource decisions are critical to the venture creation process, which has important 
subsequent impacts on both venture creation and subsequent performance (Davidsson 
and Delmar, 1997). Most entrepreneurs however, suffer substantial resource constraints 
in initial venture creation and during venture growth (Shepherd et al., 2000).  When 
faced with such constraints entrepreneurs often use the following  to develop the firm’s 
resources: 1) Who they are – their traits, tastes and abilities; (2) What they know – 
their education, training, expertise, and experience; and also (3) Who they know – their 
social and professional networks (Sarasvathy, 2003). For newly established firms, 
networks can provide access to critical resources necessary for continued growth. 
Networks in which firms are embedded can also signal market legitimacy and provide 
endorsement (Gualanti and Higgins, 2003) and can influence firm performance. Indeed, 
Ostgaard and Birley’s (1996) study found a positive relationship between networking 
activities and firm growth.   
 
Facing resource constraints, entrepreneurs often therefore seek assistance and support 
from a range of stakeholders including pre-existing relationships and networks (friends, 
families), and business-related network members comprising of professional services, 
customers, suppliers, government, university affiliations, as well as trade associations 
and informal business networks.  These networks, measured in the literature through 
their diversity (Davidsson and Steffens 2008) and strength of relationships, can impact 
the firm’s ability to secure resources (Sirmon and Hitt 2003; Liao and Welsch 2004; 
Hanlon and Saunders 2007).  Johnson et al (2007) also found that, treating business 
advice as the dependent variable, and controlling for a range of factors, that a focus on 
employment growth had a positive relationship with seeking business advice. Chrisman 
et al (2005) also found a positive relationship between growth and business support. 
They took the approach, however, of using actual (sales and employment) growth as the 
dependent variable, controlling for a range of associated factors (related to firm age, 
industry and human capital variables), and then looking at the relationship with guided 
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preparation at the start-up of the business (which had occurred up to 8 years 
previously). They also found a positive relationship, but one where too much advice 
could also have a detrimental effect on growth. 
 
This research uses data from the Federation of Small Business (FSB) 2008 survey of 
barriers to growth to explore the relationship between young firms already explicitly part 
of a business network (i.e. the FSB), their growth orientations and a range of business 
support relationships. To commence, this paper examines the relevant literature related 
to business-support-related relationships, in order to identify both the sources of support 
and the types of support that may exist. A range of business support activities for new 
firms are identified, ranging from assistance  with start-up, to raising capital, increasing 
sales, reducing costs, improving the supply chain, existing and new products, finding 
new markets, contacts, and managerial skills.  In the next section,  preliminary data 
analysis uses initial descriptive data for firm, industry, and owner demographic variables 
are tested  in order to establish a degree of representativeness of the data against the 
UK government’s Small Business Survey data.  The methodological discussion then 
highlights that in this study growth will be treated as the dependent variable, in order to 
examine, after controlling for variables related to firm type, owner age, industry, and 
human capital, which types and sources of business support are most strongly 
associated with higher levels of growth orientation/ aspiration. 
 
The specific results are then discussed, evaluating the numbers and diversity of sources 
of support used by young firms, the numbers and characteristic of the types of support 
obtained, and the strength of the relationships between these (sources and areas of 
business support) and links to young firm growth orientation-aspiration. Finally, 
conclusions are drawn as to the implications of the results for the stakeholders involved 
with young firms including implications for government policy.  Further areas for further 
research are also incorporated in the final discussion.  
 
2. Literature: Prior Work concerning resource access and external sources of 
Business Support and Types of Support 
The majority of literature that assesses firm development through entrepreneur and 
founding teams focuses on streams of literature related to the resources.   Within the 
strategic and entrepreneurship literature various typologies have been used to delineate 
and define resources.  For example, resources have been defined as “all assets, 
capabilities, competencies, organizational processes, firm attributes, information, 
knowledge and so forth that are controlled by its members and that enable the firm to 
conceive of and implement strategies that improve its efficiency and effectiveness” 
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(Barney, 1997, pp.142-143). Alternatively, Dollinger (1995) developed a comprehensive 
typology that delineates resources through the following classifications: financial capital, 
human capital, social capital, technological resources, reputational capital and 
organisational resources.  Of interest in this research is social capital and networks (Lin 
et al 2006).  Hoang and Antonic (2003) further delineated network as network content, 
governance of relationships, and structural components including network types and 
positioning within networks.   
 
Of critical importance to this research is the ability to access resources including 
information and advice in both interpersonal and intraorganizational networks.  Nascent 
and young firms run by less experienced entrepreneurs in particular may suffer from a 
lack of knowledge and less developed capabilities, and may consequently rely on 
networks in firm creation and firm development processes.  As the firm develops and 
owing to prior success,  entrepreneurs may  continue to rely on networks for business 
information, advice, and problem solving, with some contacts providing multiple 
resources in assisting firm growth.  In part, this focuses on the dynamic fluid nature of 
the firm as it evolves, the shifts in resource requirements and use of existing network 
players  or extending one’s network to access knowledge and information. 
 
One such central stakeholder that can influence firm development is Government.   
Government policy has increasingly focused on encouraging entrepreneurship generally 
and new firm growth in particular (see McQuaid, 2002). In the UK, for example, this has 
taken the form of government subsidizing existing sources of formal support (such as 
private consultants or business professionals e.g. accountants)  to provide business 
support to new firms, in order to promote business growth, in areas such as skills 
development, obtaining resources, and identifying new business opportunities. In terms 
of categories of advice offered via government in some way, Bennett and Robson (2003) 
identified the following general areas: Business Strategy; Management Organisation; 
Marketing; Market Research; Advertising; Public Relations; Product or service design; 
New technology; Computer services; Personnel and recruitment; Taxation and Finance. 
Audretsch (2004) also highlights a broad range of government policies aimed at either 
assisting SMEs or entrepreneurship, and focused at increasing access to finance and 
capital, new markets, innovation and universities,, new skills development, and general 
awareness, but also increasingly focusing on encouraging  new firm start-up. Because of 
the increased focus on innovation in particular, McQuaid (2002) also identified 
government policies aimed at improving small firm access to knowledge and innovation 
resources. This has included improved access to universities, as well as information and 
advice, and grants to assist develop products and processes. Specifically for new 
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technology-based firms, Heydebreck et al (2002) identified marketing, technology, 
financing and soft service as key areas for support that the government provides.  
 
Bennett and Robson (2003) also highlight, however, that as government supplies 
business support equally available to all firms, including competitors, it is unlikely to 
provide them with resources that lead to long term competitive advantage. Bennett and 
Robson (2003) further suggest that as firms become older and larger they have greater 
need for specialized advice, with the industry sector also playing an important role in this 
regard, as overall firms seeking advice required became  less generic and more specific 
over time). McQuaid, also identified specialized support as being particularly 
problematica for new firms, whilst Westall and Cowling (1999) further considered the 
need for a networked approach which gave new firms an ability to easily access 
resources and advice from a number of sources (not just the formal ones being offered 
at the time by the Small Business Service and Regional Development Agencies).  
Not all SMEs favour seeking advice:  some are often reluctant to use external official 
sources of advice because of fear over control (Bennett and Robson, 2003) whilst 
governments have increasingly favoured either subsidized private sector provision or a 
“one-stop” shop approach to improve functional efficiency and to increase the scope of 
programmes to most entrepreneurs needs. As a consequence, entrepreneurs may use  
social (family and friends, as well as social networks) and business (customers and 
suppliers, as well as business membership organisations) as an alternative to 
government programmes.   Bruderl and Preisendorfer (1998) provide some evidence to 
support this “network” approach to entrepreneurship development of new firms. They 
found support for entrepreneurs with broad and diverse social networks from which they 
receive support are more successful than firms without such links, using a sample of 
1700 firms in Germany. This reinforces the potential importance of other more unique or 
firm-specific sources of support and resource, such as social (family and friends, as well 
as social networks), business (customers and suppliers), and business membership 
organisations. However, anecdotally, others caution against the use of personal networks 
owing to lack of relevant knowledge, or the devastating consequences on failure and the 
disintegration of prior relationships.  
The literature in networks also highlights the number of ways networks can be 
considered in resource access and the ways it can measured and used in empirical tests 
of performance including research based on number of networks (Baker et al. 2003; 
Davidsson and Honig 2003), network diversity  (Carter et 2003)  and strength of 
relationships (Granovetter 1973) , as well as the characteristics of the resources 
provided.   
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It has been shown, for example, that network diversity and strength of relationships can 
impact the firm’s ability to secure resources (Sirmon and Hitt 2003; Liao and Welsch 
2005; Hanlon and Saunders 2007).  In addition, resource bundling and leveraging 
resources require additional social activity and interaction (Bruderl and Preisendorfer 
1998).  These processes may therefore utilise founder and founding teams existing 
relationships and networks to access resources available to develop new firm capabilities 
linked with social capital,bootstrapping and network bricolage (Baker et al. 2003).  
 
3. Methodology : Approach 
In order to evaluate the issues related to diversity, characteristics, number and strength 
of network relationships in business support to young firms, data from the Federation of 
Small Business (FSB) 2008 survey of barriers to growth is used (this survey being the 
latest in a series of biannual surveys of the FSB’s members of factors related to growth). 
This paper and web-based survey was sent out to the FSB’s 200,000+ members and 
received 8,742 responses. In examining the issue of representativeness, therefore, the 
FSB dataset as a whole was compared with that of the two most recent BERR UK Small 
Business Surveys (2007, 2008). Where available, data for firms under 4 years was 
compared. Where this was not possible, data for the SMEs as a whole in both surveys 
was compared. The results, shown in table one, lead us to assume that the new young 
firms in the FSB dataset are broadly representative of new firms as a whole in terms of 
these variables. 
 
Table 1 Comparison of FSB and BERR Survey datasets 
Variables FSB Survey (2008) 
n=8,742 
BERR’s Small 
Business Survey 
(2006) n= 
BERR’s Small 
Business Survey 
(2007) n= 
Whole Sample    
Age SME owners are 
under 45 
25% n/a 30% 
Age between 45 and 
54 
32% n/a 33%  
over the age of 55 43% n/a 36% 
Industry: Primary 
industries 
3% 4% n/a 
Industry: production 
industries 
11% 10% n/a 
Industry: 
construction 
12% 10% n/a 
Industry:  services 74% 76% n/a 
Firms under 4 years 
old 
19.8%  18% 
Young Firms in 
sample 
   
Gender (female) 29.1% 26% n/a 
Anticipated Growth 85.2% 82% n/a 
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Young firms with 
fewer than 10 
employees 
91.4% 89% n/a 
 
As Table one shows, over 1,000 of the firms responding to the FSB survey were found to 
fall into the category of “new” or “young”, being less than 4 years old and having been 
“started from scratch”. This equated to 19.8% of the total, which is comparable with the 
18% reported in the SBS (2007) survey (where they identified new firms as being under 
4 years old and / or having been in new ownership in the last 3 years). In the FSB 
survey, potential sources of business support were defined into the 6 categories (with 
respondents coded either “yes” or “no” to whether they had received beneficial advice): 
• Professional services,  
• Friends and family,  
• Universities,  
• Government business services,  
• Customers and suppliers and  
• Informal networks/ trade associations.  
 
Specifically, firms were asked whether these sources of business support had provided 
beneficial assistance (again coded either “yes” or “no”) in terms of  15 categories of help 
in : start-up; raising capital; increasing sales; reducing costs; improving supply chain 
operations; improving existing products or services; introducing new products or 
services; finding new markets; improving contacts; improving skills; improving overall 
capacity; increasing confidence; business recovery; improving management skills; and 
with environmental legislation. From this, univariate analysis examined the number and 
diversity of sources of business support, and the number of types and the characteristics 
(in terms of support area) of the support.  
 
Data was also gathered on the firm’s actual (turnover) growth rate in the previous year 
and growth aspirations for the following 2 years, allowing the creation of a 4 category 
variable in line with the BERR definitions of growth orientation and growth aspirations :- 
• Sustained growth (growth by more than 5% in previous year and intent to continue 
to grow in next 2 years) 
• New growth (grown by less than 5% in previous year but intend to grow in next 2 
years) 
• Constrained growth (grown by more than 5% in previous year but do not intend to 
grow in next 2 years) 
• No growth (grown by less than 5% in previous year and do not intend to grow in 
next 2 years). 
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In order to examine the relationship between growth orientation / aspiration and sources 
and types of business support, it was decide that these relationships be examined, after 
controlling for a range of other explanatory control variables, within an ordinal probit 
model (appropriate given the ordinal nature of the variables constructed for this study).  
 
 
As discussed, previously studies examining the relationship between growth and 
business support have analysed the relationship using both growth and business support 
variables as the dependent variable. In this study it was determined that after controlling 
for a range of relevant variables i.e. industrial sector, and entrepreneur background (e.g. 
see Huang and Antonic’s 2003), the types and sources of business support were then 
examined to test the degree to which they were statistically significantly related to 
growth. More specifically, the control variables included in this study, in line with those 
highlighted by studies such as Ostgaard and Birley (1996), Wiklund (2003), Huang and 
Antonic (2003),  and Chrisman et al (2005), variables were constructed for:- 
 
• firm size (no employees, 1-4, 5-19, and 20 or over),  
• Firm status (If firm was Ltd company or not) 
• owner age (under 45, 45-54, and over 55), 
• industry (5 dummy variables for high knowledge services, basic and lifestyle 
services, construction, manufacturing and primary and energy (the last variable 
omitted from the actual analysis to avoid overspecification),  
• human capital dummy variables (“whether the owner had owned and managed a 
small firm prior to the current one”, “whether the owner’s last employment had 
been with a multinational”, and “whether the owner had a graduate (or better 
qualification)”. A variety of combinations of these human capital variables was 
also created, to try to maximize the initial explanatory power of the control 
variables included in the model.  
• In addition, a range of other potential control variables were also included, 
specifically 
o  location (lagging and non-lagging region firm location, measured by 
growth in Gross Value Added over the previous 10 years using Regional 
Trends data),  
o gender of ownership (specifically whether the ownership was male 
majority or not) 
o Finance (whether the firm had been financed from debt or credit based 
sources in the last 2 years) 
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The analytical approach adopted for the regression equations themselves, for both the 
control variables and the business support sources and types, was to exclude statistically 
insignificant independent variables (at the 5% level) until all remaining independent 
variables were significant, similar to a step-wise approach. Where relevant, an attempt 
to look at the additive / interactional effects of statistically significant sources and types 
of business advice was also conducted, with the resultant models compared with each 
other (in terms of significance of the individual variables and the impact on the overall 
pseudo-R squared statistic). For each regression equation, tests for robustness of the 
overall equation were also conducted, specifically the “test of parallel lines” to ensure 
that the probit model (as opposed to a multinomial logit) was appropriate, “goodness of 
fit” (Pearson and Deviance measures) of the overall model as a predictor, and overall 
model fitting (full model versus intercept only). 
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4. Results 
Univariate Analysis: Diversity, Characteristics and Number Issues 
Table 2 Diversity and Number of Sources of beneficial Advice (% of 
Respondents) 
Source Of Advice % of Responding 
Firms Finding 
Beneficial Advice 
Confidence Interval 
(95%) 
a) Professional Services 55.5% 55.3%-58.4% 
b) Government business 
services 
37.00% 34.2%-40.0% 
c) Universities 5.9% 4.6%-7.2% 
d) Friends and family 54.3% 51.5%-57.2% 
e) Customers and 
suppliers 
55.4% 52.3%-58.3% 
f) Networks and Trade 
Associations 
47.6 44.8%-50.4% 
Number of Sources of 
Advice 
  
Average Number of 
sources of advice 
2.56  2.47-2.65 
 
The preliminary univariate analysis in table 2 shows that, in terms of the diversity of 
sources of advice, universities had by far the smallest percentage of firms receiving 
beneficial advice from them. Government business services were the next lowest, with 
only around 40% of young firms obtaining beneficial support in this area, the other 
categories all being around the 50-55% mark. The average number of sources of advice 
was around 2.5 (from a potential total of 6).  
Further, table 2 shows that, in terms of the characteristics or types of beneficial advice 
received, start-up advice is the type where by far the highest percentage of firms 
obtained beneficial advice, with increasing sales, improving contacts and improving 
confidence being the other types at or around the 50% mark. Other market-focused 
types where benefits were also received were in the areas of new markets, existing 
product improvements and new product improvements, where around 40% of the young 
responding firms obtained benefit. The average number of areas (from a maximum of 15 
was around 5.5) 
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Table 3 Characteristics and Number of Types of Beneficial Advice (% of 
Respondents) 
Type of Advice % of Responding 
Firms Finding 
Beneficial Advice 
Lower and Upper 
Limits of % of 
Responding Firms 
finding Beneficial 
Advice with 95% 
Confidence Interval  
a) Getting Started 79.9% 77.7%-82.2% 
b) Raising Capital 40.5% 37.8%-43.3% 
c) Increasing Sales 52.7% 49.8%-55.5% 
d) Reducing Costs 27.2% 24.7%-30.0% 
e) Supply Chain 
Operations 
21.1% 18.7%-23.4% 
f) Existing Products and 
Services 
39.6% 36.8%-42.4% 
g) New Products and 
Services 
39.5% 36.7%-42.4% 
h) New Markets  39.7% 36.9%-42.5% 
i) Improve Contacts 51% 48.1%-53.4% 
j) Improve Skills 34.2% 31.5%-36.9% 
k) Improve Overall 
capacity 
19.2% 17.0%-21.5% 
l) Improve Confidence 46.7% 43.8%-49.5% 
m) Business Recovery 11.8% 10.0%-13.6% 
n) Management Skills 30.8% 28.2%-33.5% 
o) Environmental 
Legislation  
24.9% 22.5%-27.4% 
Number of Categories 
of Advice 
  
Average Number of 
Categories in which Firm 
was helped 
5.59 5.34-5.83 
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Regression Analysis : Strength of Relationships between Source and Type of 
Advice against Growth Orientation-Aspiration with statistically significant 
controls. 
Regression techniques were then used (results shown in table 4) to evaluate the 
strength of the relationships business support (by source of support, type of support, 
and range of support) and firm growth orientation-intention focus. A basic set of 
statistically significant controls was identified from amongst the full range of variables 
highlighted in the methodology. Ultimately, only the firm being in the high knowledge 
service part of the economy, being a Limited company, the owner being in younger age 
groups, and the owner either having previously owned and run a small business or 
worked in a multinational, were found to be statistically significantly related to the 
growth orientation of young firms. The sources and types of advice were then added in a 
range of ways (shown in models 1 to 8), to examine the ways in which types, sources 
and number of relationships might then relate to young firm growth orientation. 
This analysis highlighted a number of significant relationships, even after controlling for 
a range of other explanatory variables identified in the literature. Specifically, model 1 
shows a positive relationship between receiving business advice generally (regardless of 
type or source) and growth orientation. This relationship was seen to be stronger (in 
model 2), however, when looking at the number of types of beneficial advice (regardless 
of source) received, and stronger again (in model 3) for the number of sources of this 
advice (regardless of type).  
In terms of individual sources of advice (model 4) customers and suppliers had the 
strongest relationship with growth. Government business services were also found to be 
significant. Combining these two sources into one variable (model 5) was also seen to 
increase the strength of the relationship between these two sources of advice and 
growth orientation, though the results also suggest that these sources may to an extent 
be substitutes for one another, given the non-significance of one source of advice 
compared with two.  
In terms of individual types of support, growth was most strongly positively related (in 
model 6) to advice that benefited the development of new products and services, and 
also business confidence, but was negatively related to advice linked to business 
recovery. Combining new goods and service and business confidence (in model 7) did 
not increase the strength of the pseudo R squared, though the results suggest that these 
types may to an extent be complementary to one another.  
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Finally, amalgamating the 4 key types and sources of advice (in model 8) to examine the 
impact of combinations of these types and sources of advice also improved the strength 
of the overall relationship. The pseudo R squared measures can be seen to increase from 
model 1 to model 8, suggesting that specific types and sources of advice are of 
importance in the relationship with growth orientation. Combining the measures together 
also has the effect of both increase the pseudo R squared measure, and also the overall 
robustness of the model (in terms of the model fitting statistics).  
Table 4 Regressions of growth orientation-aspiration against Beneficial Advice by Type and Source with controls 
Variables Estimates  Estimates Estimates Estimates Estimates Estimates Estimates Estimates Estimates 
Threshold: Controls 
Only 
Model 1  Model 2 Model 3 Model 4 Model 5 Model 6 Model 7 Model 8 
Sustained Growth 0.081 0.124 -0.031 -0.075 0.319* 0.278* 0.092 0.102 0.222 
New Growth 0.822*** 0.867*** 0.715*** 0.671*** 1.066*** 1.025*** 0.843*** 0.852*** 0.977*** 
Constrained Growth 1.3*** 1.338*** 1.189*** 1.1444*** 1.5399*** 1.499*** 1.317*** 1.327*** 1.454*** 
Control Variables          
Industry: High Knowledge Services 0.196** 0.199** 0.213** 0.192** 0.206* 0.207** 0.202* 0.202* 0.199* 
Company Status: Ltd Company -0.22** -0.216** -0.214** -0.223** -0.233** -0.229** -0.225** -0.225** -0.239** 
Owner Age: 
Under 45 
45-54 
 
-0.486*** 
-0.282** 
 
-0.461*** 
-0.268** 
 
-0.440*** 
-0.265** 
 
-0.421*** 
-0.244** 
 
-0.425*** 
-0.240* 
 
-0.422*** 
-0.236* 
 
-0.45*** 
-0.265* 
 
-0.448*** 
-0.263* 
 
-0.417*** 
-0.233* 
Owner experience: 
Run a Small Business Before, Worked for a MNE immediately prior to 
starting this business, or both 
0.177* 0.172** 0.176* 0.182* 0.187* 0.189* 0.183* 0.184* 
 
0.189* 
Type / Source of Beneficial Advice Variables          
Firms has obtained beneficial advice in at least one area / from at least one 
external source, in previous 2 years 
 0.253*        
(n) Number of categories (0-17) of beneficial advice obtained in previous 
2 years (continuous variable) 
  -0.026n**       
n) Number of sources (0-6) of beneficial advice obtained in previous 2 
years (continuous variable) 
   -0.077**      
Had beneficial advice from customers and /or suppliers in last 2 years (Yes 
or no) 
    0.187*     
Had beneficial advice from Government business service in last 2 years 
(yes or no) 
    0.168*     
Had beneficial advice from government and /or customers and suppliers in 
last 2 years (none, from one, compared with “from both”) 
     None: 0.340** 
1 source:0.084 
   
Beneficial advice / help received regarding Developing New goods and 
services 
      0.229**   
Beneficial advice / help received that improved confidence       0.201*   
Beneficial advice / help received that assisted Business Recovery       -0.298* -0.308* -0.275* 
Had beneficial advice that assisted  developing new goods or services and  
/or increased confidence ((none, from one, compared with “from both”) 
       None:0.438*** 
1 source: 0.257* 
 
Received beneficial advice from Government and  /or Customers and 
suppliers and / or beneficial advice for new goods and services and  /or 
increased confidence (0-4 types / sources) 
        None+0.635*** 
1 : 0.358* 
2: 0.317* 
3 : 0.203 
Model Fitting Information          
Pseudo R Squared: 
Cox and Snell: 
Nagelkerke: 
McFadden 
 
0.040 
0.047 
0.020 
 
0.044 
0.051 
0.022 
 
0.048 
0.055 
0.024
 
0.049 
0.056 
0.024 
 
0.051 
0.059 
0.026 
 
0.052 
0.060 
0.026
 
0.059 
0.068 
0.030 
 
0.059 
0.068 
0.030 
 
0.063 
0.073 
0.032
Model : Significance (Final v. Intercept only) 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 
Goodness of Fit Significance: 
Pearson 
Deviance 
 
0.125 
0.012 
 
0.455 
0.058 
 
0.634 
0.993 
 
0.822 
0.662 
 
0.290 
0.028 
 
0.691 
0.257 
 
0.003 
0.054 
 
0.037 
0.070 
 
0.540 
0.594 
Test of Parallel Lines (Significance of Null hypothesis that slope 
coefficients are same across response categories 
0.636 0.780 0.580 0.655 0.774 0.74 0.072 0.132 0.224 
Note: * = significant at 5% level, ** = significant at 1% level, *** = significant at 0% level)
5. Discussion: Implications 
These results assist in the understanding of young firms in general and how new young 
firms with different growth orientations differ in terms of the range, number and type of 
business support they benefit. Overall, this data supports previous research such as that 
by Bruderl and Preisendorfer (1998), in that having a wider range of sources of advice, 
and a greater number of types of advice is positively related to having higher growth 
orientations-aspirations. In terms of the sources of support, it is nearest-to market 
sources (customers and suppliers) and the new product-related type of advice, as well as 
government business services and business confidence, which are most strongly related 
to the growth orientations-aspirations of new young firms. 
 
It may also be that the relationships with non-significant sources (such as friends and 
family and professional services) and the social capital they provide, as well as types of 
advice (such as start-up advice and sales advice), are more focused on “getting by” and 
of general importance to business, given the large percentage of firms obtaining benefit 
from these sources and types of advice. Conversely, the sources of government business 
services and customers and suppliers are focused on “getting ahead” in growth terms, as 
is new goods and services development, whilst business confidence may also be an 
important pre-requisite to growth. 
 
6. Conclusions: Value 
There is clearly potential that respondents will inevitably have a bias compared to the 
general young firm population, to the extent that they are already members of at least 
one business organization (i.e. the FSB) and thus may be more predisposed to 
networking and seeking external sources of information compared with the total 
population. This being recognised, however, initial examination of FSB survey data for 
young firms highlights that business advice generally, and number of sources and types 
of advice are positively related to young firm growth orientation-aspirations, and that 
this relationship is improved when one looks at specific sources and types of advice, and 
also their combinations. This suggests that a nuanced understanding of these factors is 
of importance when examining the role of networks and external relationships in new 
and young firm development.  
 
The results highlight, for example, that the use of government business services, and 
customer-supplier relationships, where these generate beneficial advice, are associated 
with higher growth-oriented-aspirant firms. The results also show that the beneficial 
advice more likely to be accessed by growth-oriented-aspirant firms, as well as focusing 
1 
 
on improving product development, also includes that which improves overall 
confidence. These results may also assist in specific processes (in addition to 
encouragement of external sources as a whole) designed to allow entrepreneurs to make 
better decisions about advice sources and types, if they are growth-focused. Educators 
and support organizations may also benefit from a more focused approach to advice, 
assisting governments to design better conditions for the creation of new growth-
oriented businesses through the business support environment.  
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